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A great number of China Time-honored Brands had been set up when China’s 
economy was being in line of global economy. These brands exhibit this national 
characteristic, and Fujian Time-honored Brands also show the spirit of Fujian 
Province. In Fuzhou, there are Zheng Xingli Scissors, Xu Shunxing Gong and Drum, 
Tongli Meat Yan, Ju Chun Yuan Fotiaoqiang(Steamed Abalone with Shark Fin and 
Fish Maw in Broth), Dingding Dried Meat Floss, Dafuxing Fish Ball; In Xiamen, 
there are Gulangyu Islet Pie and Golden Fragrant Dried Meat Floss, etc. As time 
goes by, people could only remember their glory in the past. Now they are no longer 
prosperous as before, some of them are going through difficulties, while some are 
disappearing. Time makes them time-honored brands, but time also gives them a dim 
future. 
Under this difficult situation, this thesis analyses the hardship that these brands 
are going through, and make a deeper research and exploration taking Fuzhou and 
Xiamen for examples, hoping that this paper can be helpful for making brand 
strategies. 
This thesis is made up of seven parts: research background, purpose and 
significance of the subject; research methods and contents; literature review; probe 
into the cause of delayed development in Fujian Time-honored Brands; reflection on 
the future development of these brands; way out of the old brands; conclusion. 
It has been shown in some related resources that Fujian Time-honored Brands 
are losing ground in business because of increasing sharp conflicts from both inside 
and outside. Therefore, on one hand, these brands need to be sponsored and 
supported by laws and policies; on the other hand, reformation is needed urgently 
aiming at property right so that their brand advantages and market will function 















This thesis carries out a discussion on Development Study of Fujian 
Time-honored Brands, hoping that, with the help of government and society, Fujian 
Time-honored Brands will work together with China Time-honored Brands to further 
make full use of Chinese cultural heritage by mining and sorting, thus creating a 
brand, enriching the brand and promoting it, as well as developing the corporate 
image by cultural innovation and combination of corporate and brand. This will be 
the most effective carrier and content in the core competitiveness of time-honored 
brands enterprises to become the most powerful weapon to compete in the market. 
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10.联合利华的董事长 Michael Perry 先生认为：“品牌是消费者如何感受
一产品，它代表消费者在其生活中对产品与服务的感受而滋生的信任、相关性
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